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ABSTRACT  
Transcending traditional national borders, the Internet is an evolving technology that 
has opened up many new international market opportunities. However, ambiguity 
remains, with limited research and understanding of how the Internet influences the 
firm’s internationalisation process components. As a consequence, there has been a 
call for further investigation of the phenomenon. Thus, the purpose of this study was 
to investigate the Internet’s impact on the internationalisation process components, 
specifically, information availability, information usage, interactive communication 
and international market growth. Analysis was undertaken using structural equation 
modelling. Findings highlight the mediating impact of the Internet on information and 
knowledge transference in the internationalisation process. Contributions of the study 
test conceptualisations and give statistical validation of interrelationships, while 
illuminating the Internet’s impact on firm internationalisation.    
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INTRODUCTION AND BACKGROUND  
The Internet has become a conduit between business and international markets, 
altering the dynamics of international business environments and the 
internationalisation process. The Internet has been proposed to enhance the firms’ 
capacities to obtain international information (Hamill & Gregory, 1997) and transfer 
knowledge (Petersen, Welch & Liesch, 2002) in the process of internationalisation. 
These seminal studies by Hamill and Gregory (1997) and Petersen, Welch and Liesch 
(2002) attempted to explain the effects of the Internet on information and knowledge 
components of the internationalisation process by providing useful conceptual and/or 
descriptive evaluations and frameworks. However, these current frameworks focus on 
conceptualisations and neglect discussion of inferred or explicit interrelationships and 
statistical validation of interrelationships such as correlations between the Internet, 
internationalisation components and international market growth.  
 
An ever-increasing emphasis has been placed on the potential importance of the 
Internet in international market expansion (Bennett, 1997; Moen, 2002). This 
emphasis is due to the Internet becoming a standard medium used by international 
marketers (Okazaki, 2004). However, validations of statistical correlations between 
the Internet and actual international market growth are scant. For the body of 
knowledge to progress, research must highlight the actual impact of the Internet on 
internationalisation rather than on the perception of impact and its use as a proxy.  
 
The study makes contributions in two ways. Firstly, the paper tests relationships 
between international information availability, information usage, interactive 
communications and international market growth with the Internet intensity of the 
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firm. That is, the paper extends the conceptual and descriptive findings in the research 
area by giving evidence of multi-item constructs, multiple interrelationships and 
highlights the mediating effect of Internet intensity on the internationalisation process 
of the firm. Secondly, the paper gives a deeper understanding of how the firm’s 
Internet intensity is (positively) impacting on international market growth sales 
through enhanced information, knowledge and the communication processes of 
internationalisation.   
 
The paper has four main sections. The first section reviews the literature with 
particular reference to the Internet’s impact on information, knowledge and 
interactive communication elements of internationalisation. Secondly, the quantitative 
methodology with structural equation modelling and the evaluation processes are 
discussed. Thirdly, descriptive data and results of the model are presented. Lastly, 
implications and limitations of the study are discussed and direction for future 
research suggested. Literature relating to how the Internet has impacted international 
marketing will be reviewed next.  
 
THEORETICAL BACKGROUND  
The term internetalisation was coined to signify the importance of the Internet to 
internationalisation (Bell, Deans, Ibbotson & Sinkovics, 2001; Buttriss & Wilkinson, 
2003). Bell, Deans, Ibbotson, and Sinkovics, (2001) argue that internetalisation 
indicates internationalisation, due to the digital capabilities of the Internet. Buttriss 
and Wilkinson (2003, p.1) elaborate further, suggesting that Internetalisation is “the 
process of a firm committing resources to Internet commerce and Internet mediated 
transactions; including communication and coordination of internal and external 
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relations”, in the context of internationalisation. Thus, Internetalisation is the process 
of integrating the Internet into the internationalisation processes of the firm.  
 
Internetalisation 
As mentioned, the Internet has become a recognised means of internationalisation that 
is altering the traditional way in which international business is conducted (Melewar 
& Stead, 2002). As a consequence of the Internet’s influence, theories of 
internationalisation need re-examination (Petersen, et al., 2002). It has been proposed 
that the Internet has enhanced the information components of internationalisation 
(Mathews & Healy, 2008) and international supply chain management through the 
strengthening of networks (Overby & Min, 2001). It has also been suggested that the 
Internet assists in generating foreign market expansion for the firm (Kotabe & Helsen, 
2004). However, how much or at what level the Internet influences 
internationalisation is yet to be determined.  
 
Nevertheless, conjecture remains in the literature as to which model of 
internationalisation best depicts the Internet’s effects on internationalisation. For 
example, research has focused on network theory when interpreting the Internet’s 
influence on internationalisation theory (Buttriss & Wilkinson, 2003). However, these 
assumptions about network enhancement have not been explored extensively, and not 
all researchers subscribe to the parameters of network theory. Some advocate more 
conservative internationalisation theories, such as the stages theory (Alon & Cannon, 
2000) commonly referred to as the Uppsala model (Johanson & Weidersheim-Paul, 
1975; Johanson & Vahlne, 1977), or a transactional cost based model of Internet 
enhanced transactional efficiencies (Bennett, 1997). In the new Internet economy, 
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alternative theories are being proposed. These alternative theories of 
internationalisation post-Internet stem from supply chain management and 
knowledge-based theory. However, Overby and Min (2001) acknowledge enhanced 
international supply chain management is due to the Internet’s positive impact on 
information transparency and information sharing capabilities. Therefore, the latter 
knowledge based theory will be discussed next.  
 
Information and knowledge 
Effective analysis of an international market requires information in order to forecast 
market potential for the firm. It has been suggested that the Internet will enhance the 
firm’s ability to access information, and as well, to disseminate information to 
potential international customers (Hamill & Gregory, 1997). International transactions 
are complex and filled with uncertainty. Information about a market can reduce this 
level of uncertainty (Welch & Luostarinen, 1988b). The Internet has a positive effect 
on international market information (Aspelund & Moen, 2004) by reducing the 
perceived risk associated with internationalisation (Mathews & Healy, 2007). Hamill 
and Gregory (1997) suggest that the main types of information exporting SMEs desire 
include customer, market growth, market size, competitor and market segmentation 
information. Petersen and colleagues (2002) do however question the quality of 
information being sourced on the Internet in the quest for international expansion.  
 
Mathews and Healy (2008) found evidence of the importance of the Internet on 
information and knowledge components of the internationalisation process for key 
international marketing decision makers. Specifically, information and knowledge 
related to competitors, markets and customers. The multiple case study approach 
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adopted in the Mathews and Healy (2008) paper highlighted the acceleration of 
internationalisation due to the firm’s ability to access and use information, owing to 
the Internet. Further, it was found that firms consider the Internet to be invaluable in 
the internationalisation process and some firms ‘would not be international if it were 
not for the Internet’ (Mathews & Healy, 2008, p14).  
 
In addition, other research has found that the Internet’s informational capability can 
be used not only for market evaluation but also for the sharing of information between 
staff within the firm (Warkentin, Bapna & Sugumaran, 2001), also known as 
knowledge transference. The concept of knowledge within the internationalisation 
process is a well-developed area of the internationalisation literature (Welch & 
Luostarinen, 1988a). However, as the Internet evolves, it remains to be seen whether 
firm knowledge can be learned from the Internet in the same way as it is in the 
traditional internationalisation process.  
 
That is, knowledge of foreign market expansion is traditionally perceived as a slow 
and cumbersome process (Welch & Luostarinen, 1988b). It is suggested that the 
Internet enhances the firm’s ability to access information, which in turn accelerates 
the processing of information usage, also known as knowledge, and the transference 
of this knowledge when internationalising (Petersen, et al., 2002).   
 
Two types of knowledge are important in market expansion and in the 
internationalisation process: objective knowledge and experiential knowledge. 
Objective knowledge is information collected and stored in long-term memory and 
through standard forms. As such, the capabilities of the Internet to deliver objective 
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knowledge within a firm are significant (Petersen, et al., 2002). Conversely, 
experiential knowledge, knowledge gained through action, is more difficult to 
duplicate, as it is not easily expressed: a challenge for the Internet. Thus, the Internet 
as a medium is limited in its capacity to transfer experiential knowledge to others.  
 
More recently, research has shown that firms can use the Internet through knowledge 
management t ols such as supply chain management (SCM) or customer relationship 
management (CRM) systems to capture explicit objective knowledge (Koh & 
Maguire, 2004). Knowledge management tools are highly dependent on experience, 
training and capital. As a consequence, there is a higher economic commitment and 
risk associated with the implementation of knowledge management technology (Koh 
& Maguire, 2004). However, the Internet has given some small firms the ability to use 
more informal knowledge management databases systems such as e-mail, as a default 
database to facilitate objective knowledge within the firm (Mathews & Healy, 2008).  
 
Interactive communication  
In addition to information used by the internationalising firms, interactive 
communication with consumers online is also important. Online consumer 
perceptions are based on a new business model that attempts to create a level of 
interaction, giving an enhanced consumer experience (Davis & Buchanan-Oliver, 
1999; de Chernatony, 2001). The perception of interactivity of a firm’s website has 
been shown to be the most important factor above that of actual implemented 
interactive capability (Raney, Arpan, Pashupati & Brill, 2003). A study on early 
Internet adoption found that firm’s perceived improved communication due to the 
Internet in international marketing (Hamill & Gregory, 1997). Thus, the ability to 
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engage and interact with international customers without being inhibited by normal 
physical geographical barriers is a significant benefit of a firm’s Internet usage.  
 
Internet intensity and international market growth 
Internet usage has been shown to influence marketing decisions for activities such as 
market intelligence gathering, marketing communications, brand awareness, 
promotions, distribution and pricing elements of the marketing program (Quelch & 
Klein, 1996; Samiee, 1998). Moen (2002) found that the age and the positive 
international orientation of the firm significantly influence the export firm’s active 
integration of Internet technology in international markets. Findings by Morgan-
Thomas and Bridgewater in 2004 suggest that not only does international experience 
influence the acceptance of Internet use in international markets but also Internet 
experience. It has also been suggested that if the decision-maker in an export firm has 
little international experience the firm relies more intensely on Internet technology in 
international markets (Morgan-Thomas & Bridgewater, 2004).  
 
Preliminary research has indicated that the level of Internet intensity has a positive 
influence on the international orientation of small and medium firms (SMEs) (Moen, 
2002). Internet intensity can be defined as the implementation of the Internet in 
international marketing activities such as market research, international market 
management and communications (Aspelund & Moen, 2004), as opposed to the use of 
a specific Internet technology such as e-mail or websites. However, explanations for 
or an understanding of these relationships between international growth and the 
Internet intensity of the firm remain scant. Thus, the focus of this paper is to evaluate 
the Internet’s impact on international market growth performance.  
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RESEARCH QUESTION 
It has been suggested that the Internet provides an arena for new research in 
internationalisation and for testing extant internationalisation theories in a new 
context (Kotha, Rindova & Rothaermel, 2001). Currently, limited theoretical 
frameworks or models have been developed to evaluate the Internet’s influence on 
internationalisation. More specifically, international market growth and 
internationalisation components are relatively unexplored as a focus for research on 
internationalisation and the Internet. Thus, the following research question is posed: 
‘How does the Internet intensity of the firm influence information, knowledge and 
communication components of the internationalisation process in international 
market growth endeavours?’ A conceptual framework has been developed to allow 
statistical tests of correlations between internationalisation constructs, as seen in 
Figure 1. The proposed model will be discussed next.   
 
CONCEPTUAL FRAMEWORK  
The conceptualised model postulates a mediating effect by the Internet intensity 
(INTINS) of the firm in international market growth (INTGRO) endeavours. The 
Internet intensity of the firm has a positive enhancing mediating effect on information 
availability (INFAVL), information usage (INFUSE) and interaction communications  
(INTACT) on international market growth. Further, the information availability of the 
firm has a positive relationship with information usage and interactive 
communication. However, the Internet does not capture all relationships between 
information, knowledge and interaction when firms internationalise. Therefore, direct 
(non-mediated) paths without Internet intervention are also postulated with 
international market growth. These relationships are outlined in Table I. 
Page 9 of 26
URL: http://mc.manuscriptcentral.com/rjmm
Journal of Marketing Management
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60
For Peer Review Only
 10 
Figure I Proposed conceptual model  
 
 
 
 
 
 
 
Source: developed for this research 
 
Measurement scales 
The scales for the study include; Internet intensity, information availability, 
information usage, interaction communication and international market growth. The 
development of scales follows a systematic approach by Churchill (1979), which 
involves five steps (1) domain specification, (2) generation and purification of scale 
items, (3) data collection, (4) reliability assessment and (5) validity assessment.  
 
Table I Proposed relationships  
Construct Relationship Remark 
Information availability: 
INFAVL 
1. INFAVL-INTINS Information availability is positively enhanced by 
the Internet intensity of the firm  
 
2. INFAVL-INTGRO Information availability is positively related to 
international market growth of the firm 
 
3. INFAVL-INFUSE Information availability has a positive relationship  
with information usage by the firm 
 Information usage: INFUSE 4. INFUSE-INTINS Information usage is enhanced by the Internet 
intensity of the firm 
 
5. INFUSE-INTGRO Information usage of the firm is positively related 
to international market growth 
 Interactive communication: 
INTACT 
6. INTACT-INTINS Interaction is positively enhanced by the Internet 
intensity of the firm 
 
7. INTACT-INTGRO Interaction communication is positively related to  
international market growth  
 
8. INFUSE-INTACT Information usage is positively related to the 
interactive communication of the firm 
 
9. INFAVL-INTACT Information availability is positively related to the 
interaction communication of the firm 
Internet intensity: INTINS 
International market growth: 
INTGRO 
10. INTINS-INTGRO Internet intensity of the firm is positively related to 
the international market growth  
Source: developed for this research 
INFAVL 
INTACT 
INFUSE INTINS INTGRO 
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Measures for information availability are based on studies that identified information 
availability pertinent to markets, competitors, customers, suppliers and resources 
(Hamill & Gregory, 1997; Torre & Moxon, 2001). Measures for information usage 
are also based on generic internationalisation information, but are from a knowledge 
or information usage perspective (Hamill & Gregory, 1997; Torre & Moxon, 2001). 
These scales for information usage also include information pertinent to markets, 
competitors, customers, suppliers and resources. Interactive communications scales 
were drawn from communication measures such as interactivity; efficiency, frequency, 
speed, function and availability that have been used in previous studies related to 
Internet marketing (Yuping, 2003; Brock & Yu, 2005).  
 
Internet intensity scales were drawn from Internet marketing usage (Gibbs & 
Kraemer, 2004) and international Internet intensity measures (Aspelund & Moen, 
2004). Internet intensity scales are related to the implementation of the Internet in 
international marketing activities such as advertising, marketing, sales, purchasing, 
market research, marketing management and data exchange between the firm, 
suppliers and customers (Gibbs & Kraemer, 2004).  Finally, international market 
growth scales were developed from the Ansoff’s market matrix (Ansoff, 1965) growth 
theory and findings of perceived benefit of the Internet on international growth 
(Hamill & Gregory, 1997; Murphy & Bruce, 2003; Gibbs & Kraemer, 2004; Morgan-
Thomas & Bridgewater, 2004). Measures and their sources are outlined in Table II.  
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Table II Scale measures 
Structural equation modelling (SEM) was used to test a model for multiple 
relationships between components of the internationalisation process, Internet 
intensity and international market growth. This multivariate SEM approach was a 
vehicle in which the researcher constructed theory through analysing direct and 
indirect relationships in a holistic manner (Bagozzi, 1994).  
 
Addressing potential non-response bias 
Non-response bias has been criticised in self-administered surveys. In this study non-
response bias was examined using the extrapolation method proposed by Armstrong 
and Overton (1977). According to this method there was no sample bias.  
 
Factor-variable (label) and scale for 
measurement 
Expected relationships  Measures  Adopted or 
adapted 
Internationalisation process 
Information availability  
(Hamill & Gregory, 1997) (HG) 
(Petersen et al. 2002 (PWL) 
(Torre & Moxon, 2001) (TMX) 
INFAVL         MKTINF
 
 
INFAVL         COMINF 
INFAVL         CUSINF
 
 
INFAVL         RESINF 
INFAVL         SUPINF 
Information about the market (HG)  
Information about competitors (HG)  
Information about international customers (HG) 
Information about resources (TMX & PWL) 
Information about international suppliers (TMX & PWL) 
Adapted 
Adapted 
Adapted 
Adapted 
Adapted 
Information usage  
 (Hamill & Gregory, 1997) (HG) 
(Torre & Moxon, 2001) (TMX) 
 (Petersen et al. 2002 (PWL) 
Based on generic knowledge 
concept-of information items 
INFUSE         MKTINF  
INFUSE         COMINF 
INFUSE         CUSINF  
INFUSE         RESINF 
INFUSE         SUPINF 
Use of information about the market (HG) 
Use of information about competitors (HG) 
Use of information about international customers (HG) 
Use of information about resources (TMX & PWL)  
Use of information about international suppliers (TMX & PWL)  
Adapted 
Adapted 
Adapted 
Adapted 
Adapted 
Interaction 
 
(Yuping, 2003) (YP) and (Brock & 
Yu, 2005) (BY) 
Adapted from principles of Yuping –
website interaction 
INTACT          EFFINT 
INTACT          FREQCY 
INTACT          SPEED 
INTACT          FUNCTN 
INTACT          TIMLES 
efficiency of communication assists with interaction (BY)  
greater frequency of communication (YP) 
enhanced speed of communication (YP)  
multiple interactive functions (BY) 
greater availability for communication  (YP) 
Adapted 
Adapted 
Adapted 
Adapted 
Adapted 
Internet intensity 
(Gibbs & Kraemer, 2004) (GK) How 
is the Internet used: for… 
 
 
(Aspelund & Moen, 2004) (AM) 
INTINS        ADVMKT 
INTINS        ONLSAL 
INTINS        AFTSAL 
INTINS        ONLPUR 
INTINS        MKTRES 
INTINS        MKTMAN 
INTINS        EXCSUP 
INTINS        EXCBUS  
Advertising and Marketing (GK) 
Online sales (GK) 
After sales service and support (GK) 
Online purchasing (transactions –e-mail or website) (GK) 
Market research (AM)  
International market management (AM)  
Exchange of operational data with suppliers (GK) 
Exchange of operational data with business customers (GK) 
Adopted 
Adopted 
Adopted 
Adopted 
Adopted 
Adopted 
Adopted 
Adopted 
International market growth  
Primary (Ansoff, 1965) (AN) and  
studies of Internet and international 
growth (Hamill & Gregory, 1997; 
Murphy & Bruce, 2003; Gibbs & 
Kraemer, 2004)  
 
INTGRO        DEVMKT 
INTGRO        NEWCEX 
INTGRO        PENMKT 
 
INTGRO        DEVMKT 
INTGRO        NEWCEX 
INTGRO        PENMKT 
English markets (increasing/decreasing sales-12 months) 
New customers in new international markets (AN, MB & GK)  
Acquiring new customers in existing international markets (AN)  
Increases product usage of existing international customers (AN)  
Non-English markets (increasing/decreasing) 
New customers in new international markets (AN)  
Acquiring new customers in existing international markets (AN)  
Increases product usage of existing international customers (AN)  
 
Adapted 
Adapted 
Adapted 
 
Adapted 
Adapted 
Adapted 
Source: developed this research. Note: Adopted = adopted without change, adapted = changed, but core concept in tact  
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The test for internal consistency and reliability of the scale items was carried out 
using Cronbach’s alpha (Cronbach, 1951). Prior to the SEM analysis of the proposed 
model and in keeping with the suggestions made by Schumacker and Lomax (2004) 
exploratory factor analysis (EFA) was undertaken to test for unidimensionality of the 
each constructs. All major constructs had a Cronbach’s alpha coefficient output of >.7 
indicating the factors had a good level of internal consistency (Pallant, 2001). 
Sampling adequacy was determined using Kaiser-Meyer-Olkin (KMO) with values 
that exceeded .72, deemed as very good (Kline, 1994; Malhotra, 1996).  
 
Common method variance can have a negative effect on observed relationships in 
organisational research (Podsakoff, MacKenzie, Lee & Podsakoff, 2003). To reduce 
the likelihood of common method variance, a variety of scale anchors were used so 
that respondents did not simply ‘gloss over’ questions. For example, different anchors 
such as ‘no use’ (1) and ‘extensive use (7), and ‘strongly disagree’ (1) and ‘strongly 
agree’ (7) were used in a seven point Likert scale to limit the potential for bias from 
common method variance. Further, dependent and independent variables were 
separated and different types of questions asked for each to stimulate a specific 
response for a particular item (Podsakoff, et al., 2003).  
 
Unit of analysis  
The research explores the Internet intensity, internationalisation and international 
market growth of the firm; therefore the unit of analysis for this study is the firm, 
which is consistent with the literature on the Internet and internationalisation theory 
(Melewar & Stead, 2002; Moen, 2002; Moen, Endresen & Gavlen, 2003; Morgan-
Thomas & Bridgewater, 2004).  
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Selection of key informants and sample 
Key informants were selected on the basis of the guidelines established by Mitchell 
(1994). Although some may argue for multiple respondents from the firm (Podsakoff, 
et al., 2003), this is not appropriate because the majority of firms in this study are 
SMEs. Thus, for this study, the assumption is that a single informant is appropriate 
considering the role and knowledge of the respondent. 
 
The population of the study includes agribusiness, business and financial services, 
consumer goods, and information communication technology (ICT) industries. These 
industries were selected as they represent four out of the top nine industries of 
Australian exporters and accounts for A$93.2 billion in export for 2006-2007 
(Australian Bureau of Statistics, 2008). The sample pool was drawn from the 
Austrade international supplier database. Austrade is the Australian Trade 
Commission. The questionnaire was targeted at international marketing managers, 
export managers, CEOs and owners (key informants), either to fill out personally or to 
direct to the person in charge of international decisions for the firm. Out of the 442 
firms identified as being international or having international customers in the last 12 
months, 234 responded to the online questionnaire. As the study explores the 
Internet’s impact on international market growth only international firms were sought. 
In total 224 valid responses were received giving a response rate of over 50%. 
 
RESULTS & IMPLICATIONS 
The respondent firms had an average of 85 employees, with 96% of the firms falling 
within the classification of SMEs with 1–200 employees (Australian Bureau of 
Statistics, 2002). The bulk of respondents were managing directors (30.6%), 
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international and marketing/sales managers (20%), general managers and other 
managers responsible for international decisions (29.7%). Respondents also consisted 
of owners (8.4%) and chief executive officers, vice presidents, chief organisational 
officers and chief marketing officers (10.2%). The average number of country 
markets was 15, which consists predominantly of the United States of America, New 
Zealand, the United Kingdom, Singapore, Hong Kong, Papua New Guinea and Japan. 
However, Asian countries formed the bulk of the main country markets, accounting 
for 39%. The majority (65.6%) of firms had an international turnover proportion 
accounting for more than 50% of their annual total revenue.  
 
Internet use profile 
Firms used consumer personal web-space (57.3%) online support systems, such as 
auto-response and tracking systems (68%), intranet systems (66.4%), online 
transactional facilities (56.1%), Internet directories (88.7%) and Internet marketplaces 
(63.5%). The types of Internet usage by firm’s shows a diversity not yet captured in 
the current literature. For example, virtual intermediary markets such as e-Bay, 
tenders.com.au and wotif.com are Internet-based intermediaries, created through new 
Web 2.0 environments in which market spaces bring consumer markets to business. 
Third-party websites create access to a broad customer base that was not possible 
without the Internet, highlighting the extensive use of virtual intermediaries in the 
internationalisation of the firm.   
 
Structural equation modelling   
The measurement model estimates (as seen in Table III) indicate statistical 
significance of all factors. An exploratory factor analysis revealed some item 
redundancy. Further, when conducting a Varimax rotation (Kline, 1994) results 
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indicated international market growth has a distinct two variable solution; of English 
speaking international market growth (E) and non-English speaking market growth 
(NE). These findings are consistent with previous psychic distance 
internationalisation research where cultural elements such as language influence 
international market decisions (Vahlne & Weidersheim-Paul, 1973).  
 
Table III Measurement model  
Relationships  Measures  Factor 
loading E 
Factor 
loading NE 
INFAVL         MKTINF  
INFAVL         COMINF 
Information about the market  
Information about competitors  
.84 
.80 
.84 
.80 
INFUSE         RESINF 
INFUSE         SUPINF 
Use of information about resources  
Use of information about international suppliers  
.92 
.89 
.92 
.89 
INTACT          EFFINT 
INTACT          SPEED 
 
Efficiency of communication assists with interaction  
Enhanced speed of communication  
 
.84 
.81 
.84 
.81 
INTINS        MKTRES 
INTINS        MKTMAN 
  
Market research  
International market management  
.96 
.98 
.97 
.99 
INTGRO        DEVMKT 
INTGRO        NEWCEX 
INTGRO        PENMKT 
 
New customers in new international markets  
Acquiring new customers in existing international markets  
Increases product usage of existing international customers 
 
.74 
.96 
.82 
.93 
.97 
.84 
 Note: E= for English country markets and NE = Non English country markets 
 Source: developed for this research.  
 
Model fit indices provide indicators of how well relationships in the proposed model 
explain the data. A single-model index may be limited, as part of the model may be a 
bad fit; therefore, multiple indicators were used to evaluate the model. Specifically, 
the Chi-square Normed (CMIN <3), p value (non-significant), Goodness of Fit Index 
(GFI >.90), Tucker-Lewis Index (TLI >.92), Comparative Fit Index (CFI >.92), 
Standardised Mean-squared Residual (SRMR <.10) and Root Mean-Square Error of 
Approximation (RMSEA<.10) were used to model fit (Hu & Bentler, 1999; Byrne, 
2001; Hair, Black, Babin, Anderson & Tatham, 2006).  Thus, all major indices are 
presented and evaluated in this research.  
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The proposed conceptual model was found to be an inadequate representation of the 
construct interrelationships. Therefore, a competing model was developed as a 
consequence of data and theory driven iterative processes. The summary of model 
statistics for the proposed and competing models is presented in Table IV. The model 
indices summary includes all model fit indices within acceptable parameters 
indicating good model fit.    
 
Table IV Summary of competing model structural model fit statistics  
Overall   fit 
Model fit indices 
 
 
 
Model 
χ ² /DF 
CMIN  < 3 
RMSEA 
<.10 
GFI 
>.92 
CFI 
>.92 
TLI 
>.92 
SRMR 
<.10 
 
 
P- value>.05 
 
Proposed English 
Model 1 
2.129 .071 .894 .940 .926 .049 .000 
significant 
Proposed non 
English Model 2 
2.378 .079 .887 .935 .919 .048 .000 
significant 
Competing English 
Model 1 
.748 .000 .977 1.000 1.012 .028 .871 non 
significant √ 
Competing non 
English Model 2 
.586 .000 .983 1.000 1.016 .023 .979 non 
significant √ 
Note: CMIN/DF <3; GFI>.90; TLI>.92; CFI> .92; SRMR<.10; RMSEA<.10; P>.05 
 
The competing model indicates that the Internet mediates information availability 
(market and competitor information) and information usage (resource and supplier 
information) in the international market growth of the firm. These relationships are 
represented by correlation estimates between constructs in the competing model, as 
illustrated in Figure II. The Internet intensity of the firm (market research and 
international market management) accounts for a portion of the relationship between 
information availability (.33 for both English and non-English speaking markets), 
information usage (.31 English and .30 for non-English speaking markets) and 
international market growth. However, the Internet intensity of the firm did not 
facilitate interactive communications. Each of these constructs will be assessed next. 
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Figure II Competing final model  
 
(NE=.36) 
  (E=.48, NE=.48)        (E=.31, NE=.30) 
 
              (E=.33, NE=.33)     (E=.14, NE=.10) 
(E=.37, NE=.36)                 (E=.33, NE=.14) 
 
Note: E= English market and NE = non-English markets,    = only non-English  
Source: developed for this research 
 
Information Availability 
This study reaffirms the concept of information availability in the context of the 
Internet and internationalisation, as postulated by Hamill and Gregory (1997), 
Petersen, Welch, and Liesch (2002) and recently Mathews and Healy (2008). The 
findings extend the literature in three ways. Firstly, by identifying a multi-item 
construct. The construct of information availability was found to consist of items 
related to the market, competitors and to a lesser extent, customers. The identification 
of a multi-item construct gives a more complete understanding of the concept 
information availability, which more accurately samples the construct domain.  
 
Secondly, information availability was found to be the most influential 
internationalisation component within the competing model. Information availability 
was the only independent variable and was the process needed to precede all other 
internationalisation components. These findings highlight the significance of 
information availability in the interrelationships between the Internet and the 
international market growth. That is, information availability of the firm has a positive 
mediating relationship with the extent of Internet intensity of the firm.  
INFAVL 
INTACT 
 
INFUSE 
INTINS INTGRO 
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Thirdly, information availability was found to have multiple interrelationships within 
the competing model, which also included relationships with information usage and 
interactive communication. That is, the construct of information usage and interaction 
mediates information availability. Further, information availability also has a direct 
relationship with the firms Internet intensity. 
 
Information usage  
Previous research highlighted the potential of the Internet to facilitate information 
usage or knowledge transfer within the firm through a learned knowledge process 
(Petersen, et al., 2002). The findings extend the literature in three ways. Firstly, the 
findings in this study identified the concept of information usage beyond 
conceptualisations. Secondly, a multi-item concept of information usage was 
identified, giving a more precise understanding of the concept. That is, the 
information usage concept had items relating to suppliers, resources and to a lesser 
extent consumer knowledge. Thirdly, information usage had a strong relationship with 
information availability of the firm. Further, the Internet intensity of the firm mediates 
the use of information in international market growth, highlighting the positive 
influence of firm Internet intensity.  
 
Interactive communication  
Previously research pertaining to interactive communication stems from the general 
Internet marketing literature (Yuping, 2003), as opposed to an international business 
perspective. The findings from this study identified the concept of interaction 
communication with items relating to efficiency, speed and to a lesser extent 
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timelessness of interaction. However, interactive communication did not directly 
correlate with Internet intensity. These findings may indicate that international market 
growth for these firms takes a more traditional face-to-face interaction as opposed to 
an Internet interactive communication. 
 
Market growth 
It has been suggested that one of the greatest benefits of the Internet to the firm is the 
potential for foreign expansion (for example, Morgan-Thomas and Bridgewater, 
2004). However, these conceptualisations have generally not been tested empirically. 
The findings in this study statistically affirm broader concepts about benefits of the 
Internet on international market growth. 
 
The findings from this current study also give a more accurate understanding of the 
concept of market growth. That is, international market growth includes; market 
penetration, and market development, specially, increased usage by existing 
international customers, new customers in existing country markets as well as new 
customers in new country markets. Lastly, beyond the perceived benefit, the study 
statistically validates international market growth performance (increased sales in the 
last 12 months). These findings assist in a more accurate identification of market 
growth as an important construct in the Internet internationalisation research.  
 
CONCLUSION AND CONTRIBUTIONS 
The internationalisation process of the firm is a well established theory in the body of 
knowledge (Johanson & Vahlne, 1977; Cavusgil & Zou, 1994; Styles & Ambler, 
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1996). However, new paradigms within international marketing will have to take into 
account the internationalisation process in a digital age (Hoffman & Novak, 1996).  
 
This study confirms the conceptualisations by Hamill and Gregory (1997) and 
Peterson, Welch and Liesch (2002) related to the Internet’s positive impact on 
information and knowledge components of the internationalisation process. This 
study’s findings suggest that the Internet has a positive influence on international 
market growth. Specifically, information and knowledge are enhanced by Internet 
intensity, which in turn positively influences the amount of international market 
growth.  Further, this study highlights the importance of a more accurate statistical 
validation of the Internet’s impact on components of the internationalisation process.  
 
The implications of these findings are that they help both academics and practitioners 
to have confidence in a validated model that shows the impact of the Internet and 
international market growth. The model can assists academics in comprehending the 
changing internationalisation of the firm in relation to information, knowledge and 
interactive communication. Practitioners can use these findings to develop 
frameworks to help build Internet marketing information and knowledge capabilities 
into the internationalisation of the firm.  
 
From a policy perspective Internet international marketing capabilities should be a 
policy focus for the Australian Department of Foreign Affairs and Trade (DFAT), 
Austrade. For example, the international opportunities through Internet marketing 
capabilities should be emphasised for Australian firms aspiring to internationalise.  
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LIMITATIONS AND DIRECTIONS FOR FUTURE RESEARCH 
The dearth of substantive theory within the discipline means that the measures 
developed have limitations. That is, measurement error is an issue, as the body of 
knowledge remains in its infancy and the scales are not well-established. Thus, 
limited scale development, or statistical reproduction for scale verification in 
particular, remains a limitation. However, every endeavour was made to develop 
scales rigorously, including the use of scales previously established in the literature. 
 
The final competing models varied slightly from the proposed model, thus, the 
research findings should be considered predominantly exploratory. That is, replication 
and/or cross-validation is needed for strict statistical confirmation (Byrne, 2001). As 
with most SEM studies, modification and measurement error do limit the study’s 
claim to be confirmatory; however, the objective of this study was exploratory, as 
opposed to a strictly confirmatory model (Byrne, 2001). A verification (test/re-test) 
study is necessary to ensure that these findings have greater credibility. As this is a 
pioneering study in many respects and considering this is a single study, it is essential 
to verify the constructs and relationships identified, as well as re-evaluating excluded 
items.  
 
Future research should focus on Web 2.0 Internet implementation considering that the 
majority of firms in this study are using virtual intermediaries to internationalise. 
Further, future research should investigate the Internet’s impact on other 
internationalisation concepts such as international vision (Aspelund & Moen, 2004) as 
well as those found in this study simultaneously.   
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